The aim of this study was to analyze e-commerce sites of luxury fashion brands in order to provide insights on how to enhance online site quality. For the research, forty-eight components of thirty-one luxury fashion brands' e-commerce sites were investigated during October 2013. For the analysis of clustering e-commerce site components and segmenting e-commerce sites of luxury brands, a hierarchical cluster analysis was applied through using the Ward's method and squared Euclidian distance for binary data. Further, Fisher's exact test was applied in order to distinguish three groups of characteristics in the luxury e-commerce sites. These analyses were carried out by SPSS 21.
luxury brands were still skeptical of recreating the luxury bricks-and-mortar experience into a digital world.
In fact, luxury products were difficult to sell online. Only few luxury goods have been sold on e-commerce site as reduced prices. But in recent days, the significantly increasing use of the internet as a shopping medium has broken away from the traditional thinking of their customers. Many luxury brands are now focusing on developing an online presence. Thus the examination of official web sites of luxury fashion brands becomes necessary.
Although the accumulated studies on luxury brands exist, there are not sufficient studies about e-commerce. Research on luxury brand has been conducted in diverse perspectives.
First, related to luxury consumers' behavior, researchers studied conspicuous consumption (O'Cass & McEwen, 2004; Rhee, 2008; Truong, Simmons, McColl, & Kitchen, 2008) ; consumer desire for luxury goods (J. Lee & Kim, 2007) ; purchasing behavior of luxury goods (Han, 2007; Hierang Park & Hahn, 2006) ; consumers' luxury brand identification (S. Kim & Chung, 2006 ; J. Shin, Kong, & Kang, 2006) ; consumers' luxury brand attachment (K. Ahn, Lee, & Jeon, 2008; S. Kim, & Kim, 2009 ) and consumer's attitudes toward luxury brands (Jina Park, 2010; Juyoung Park, Lee, & Choi, 2008) . Second, respect to S. Lee, 2006; Rha, Rhee, Yeo, Kim, & Jun, 2010) . Forth, in terms of the socio-cultural approach of luxury fashion goods, research were conducted on cultural marketing (Mun & Huh, 2006) ; social, economic, and cultural aspect (M. and cultural sociological perspective (S. Choi & Jin, 2006) .
Despite the extensive body of knowledge were built up relating luxury fashion goods, research on luxury fashion brand's e-commerce site is scarce. Therefore this study examined official e-commerce sites of luxury fashion brands to aim to give the basic framework of e-commerce, which included the analysis of luxury brands e-commerce sites' components and e-commerce sites' segmentation.
Literature review

2-1. Defining luxury brands
The word "luxury" is commonly used in daily life but the definition of Luxury is vague. For instance, luxury brands were variously named such as prestige brands, foreign brands, famous imported brands, imported high-end brands, etc.
With reference to luxury brands, Panigyrakkis and Koronaki (2011) classified the studies on luxury brands' definition into three categories, by the norms of De Barnier and Rodina (2000) .
From the economic perspectives, luxury was defined that it was distinct from necessity and rarity was essential; from psychological viewpoint, studies dealt with consumers' "interpersonal or external" factors, and "personal or internal" factors; in terms of marketing, studies focused on the difference between "luxury and non-luxury" and luxury's attributes.
Related to luxury definition, Dubois, Laurent, and Czellar (2001) found six features of luxury based on content analysis of in-depth interviews: "excellent quality," "very high price," "scarcity and uniqueness," "aesthetics and polysensuality," "ancestral heritage and personal history," and "superfluousness." Berverland (2004) sought to find features of luxury wine brands that were "product integrity," "history,"
"value driven emergence," "culture," "marketing," and "endorsements." M. Choi and Kim (2005) highlighted four features that were reputation, craftsmanship, tradition, and rarity. Moore and Britwistle (2005) discriminated elements of the luxury fashion brands from previous study of Berland's that were "premium pricing," "flagship stores & store brand concept," "culture/heritage,"
"iconic products/design," "product integrity," "marketing," and "endorsements." E. Choi, Hong, and Lee (2010) proposed luxury fashion brand components on three dimensions: functional aspect such as "high quality," "high price,"
"unique design," and "luxury store"; emotional aspect such as "craftsmanship," "VIP service," and "high social status"; symbolic aspect such as "brand heritage" and "being a well-known brand. " Tynan, McKechnie, and Chhuon (2009) uncovered key identifiers of luxury brands that were "high quality," "expensive," "rare,"
"exclusive," prestigious," "authentic," "high level of symbolic," and "emotional/hedonic values."
Armatulli and Guido (2011) investigated attributes of fashion luxury goods such as "quality,"
"craftsmanship," "tailored," "very expensive," "inaccessible," "innovative," "secure," "design,"
"trendy," "functional," and "natural."
When indicating the attributes of luxury, high shown that merchandise and service are common factor of the sites. And the other elements like promotion, user interface, or marketing aspects are added to those elements (Table 2) .
Research Methodology
The aim of this study was to analyze e-commerce site components of luxury fashion brands and to segment e-commerce sites based on their site components. In order to achieve this goal, thirty-one luxury fashion e-commerce sites were conveniently selected. These were listed both on Luxury brand index (Okonkwo, 2007 ) and on Digital IQ index: Fashion (Galloway, 2012 
Results
4-1. Clusters of luxury fashion brand e-commerce sites' components
In order to recognize how components of e-commerce site were categorized, hierarchical cluster analysis was applied. Hierarchical clusters were generated using Ward's method and squared Euclidean distance for binary data set. Lee & Lim, 2013, p. 462) . As a result, the luxury brands e-commerce sites' components were classified into three groups. 
. Dendrogram of Luxury Fashion Brand E-commerce Sites' Components
The dendrogram of components (Figure 1) shows how the groups of e-commerce site elements are categorized. The first group included basic components (e.g., shopping bag, product, color, product description, picture, etc.). The second group was composed of components for brand identity (special projects, philanthropy, collaboration, craftsmanship, star marketing and heritage) the third group were consisted of additional components (e.g., live 
4-2. Clusters of luxury fashion brand e-commerce sites
To analyze how luxury fashion brands e-commerce sites were segmented, luxury
brands' e-commerce sites were clustered by hierarchical cluster analysis. Ward's method and 
Discussion and implications
The main purpose of this study was to investigate how luxury fashion brands'
e-commerce site components were categorized and these luxury fashion brands e-commerce sites were segmented. The result indicated that the components of e-commerce sites were grouped into three categories: basic elements, additional elements, and elements of building brand identity. Unlike the study of Spiller & Lohse (1998) 
